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WHAT IS A TARGET ACCOUNT 
LIST?

A target account list consists of the 

companies with the most potential 

to your business—which can include 

customers, prospects and partners or  

a mix of all three.

For too long, there’s been a pervasive problem challenging B2B marketers: the quest for more leads. 

As marketers have been under more pressure to prove ROI on their efforts, leads have been an easy 

KPI to measure. Unfortunately, leads don’t always turn into revenue, which is the most important KPI for 

any business. It’s easy to lose sight of this fact, especially when Sales is always asking for more. 

To break out of this pattern, Sales and Marketing need to align their strategy to accommodate today’s 

B2B buying behavior. One way to do this is through the adoption of Account-Based Marketing. ABM 

allows Sales and Marketing to collaborate on a list of target accounts, rather than working in silos to 

generate lead volume or frantically cold call every company in the phone book. With ABM, you’ll focus 

on lead quality rather than quantity, which will yield higher conversion rates:

 TRADITIONAL 
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PURPOSE OF THE LIST

of marketing leads never  
convert into sales  

(MarketingSherpa) 

79%

of marketing generated  
leads are not followed  

up by Sales  
(MillerPierce) 

50%

of marketers plan on investing  
in technology for ABM to better 
 align Sales and Marketing over  

the next 12 months  
(SiriusDecisions) 

60%

VS.

INTRODUCTION
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As you start to think about the companies you want to target, you’ll need to bring together key 

stakeholders from Sales and Marketing. 

With account identification technology, you’ll be able to identify the high value accounts that are  

most likely to buy, based on a variety of signals—that go beyond traditional firmographic data— 

such as product usage, business fit, culture, budget, interests, investments and a network of  

business relationships. The model used with this technology can be informed by the other  

methods listed above.

SALES

Inform size of the list and focus  

of marketing efforts 

MARKETING

Build programs to drive 

pipeline and revenue 

OPERATIONS

Work with existing data and 

evaluate new technology to 

facilitate ABM 

THERE ARE SEVERAL WAYS TO APPROACH THE LIST-BUILDING PROCESS: 

· Evaluate your current customer base to create a lookalike model 

·  Leverage your list of named accounts, which include verticals and strategic accounts 

·  Use data to generate a list of companies, and then have a discussion with your sales    

 team to validate a set of target accounts

·  Use account identification technology to determine the high-value accounts most    

 likely to buy and best individuals within those accounts

INVESTMENTSBUSINESS 
FIT

PRODUCT 
USAGE

BUDGET

HOW TO BUILD THE LIST
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Once you’ve built out your list, it’s time to break it up into segments. The segments you select require 

discrete business objectives that marketing can use to build specific programs to support.

For example, you can start with an industry like Financial Services and build out content, website 

personalization and advertising to attract target accounts within that vertical. Or you can take your list 

of customers up for renewal and build marketing programs geared to their needs.

These attributes will vary based on what’s most important to your business. You can also segment the 

companies by account status—or where they are in the funnel. This allows you to deliver content and 

relevant experiences that are tailored to the needs of that particular account.

Most companies build an initial list of target accounts and then expand from there. At Demandbase, we 

have customers that strategically target 200 accounts, and we also have customers that target 8,000. 

When we first built our target account list, it consisted of 1,500 accounts. We wanted to validate both 

our methodology and the list itself. As we saw great results and refined our process, we expanded the 

list to meet the needs of our growing sales team.

TAKE A SEGMENTED APPROACH
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STEP 1: GATHER KEY STAKEHOLDERS FROM SALES AND MARKETING 

• Determine list size

• Identify key attributes 

• Map out a process for creating, editing and managing the list 

STEP 2: ANALYZE YOUR DATABASE

• Evaluate the quality of your CRM and MAS data

• Identify the accounts and contacts you have 

• Determine if you have the right information 

STEP 3: BUILD AND SEGMENT THE LIST 

• Sit down with your sales team to agree upon a list of accounts

• Use Account-Based Identification Technology to identify high  

 value accounts 

• Create segments and business goals for each segment 

STEP 4: RUN PROGRAMS 

  •  Go after that segment with targeted advertising, content,  

 webinars, field and live events 

STEP 5: MEASURE RESULTS AND REVIEW LIST 

• Compare and contrast the segment with your traditional marketing 

• Update your target account list on a quarterly basis 

• Expand programs on current segments or into new segments 

GETTING STARTED CHECKLIST
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Demandbase is a leader in Account-Based Marketing (ABM). The company offers the only Artificial Intelligence-enabled, comprehensive 

ABM platform that spans Advertising, Marketing, Sales and Analytics. Enterprise leaders and high-growth companies such as Accenture, 

Adobe, DocuSign, GE, Salesforce and others use Demandbase to drive their ABM strategy and maximize their marketing performance. The 

company was named a Gartner Cool Vendor for Tech Go-To Market in 2016. For more information, please visit www.demandbase.com  

or follow the company on Twitter @Demandbase.

http://www.demandbase.com
https://twitter.com/Demandbase
http://www.linkedin.com/company/demandbase
http://www.facebook.com/demandbase
http://www.demandbase.com/twitter

